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RETAIL OUTLETS COMPARED WITH POPULATION CHANGES 


URING the last 10 years there have beensome rather drastic changes in the 

relationship between the number of retail outlets and the number of people 

served by them. Our first impression might be that the population and the 
number of retail outlets would increase at about the same rate. Most of us realize, 
however, that this has not been the case. 


On the inside pages of this bulletin we show the changes from 1940 to 1950 in 
population per store for seven different types of retail outlets in 66 metropolitan 
areas. (Actually the figures are the 1940 population and the number of stores in 
1940 compared with the 1950 population and the number of stores in 1949. These 
are the most complete data available. ) 


This information shows that in 1950 the average food store has 49% more cus- 
tomers than it did in 1940. Obviously, the population has increased at a great deal 
more rapid pace than has the number of food stores. This fact might lead to the 
conclusion that there are not enough food stores and that more of them should be 
opened. 


On the other hand, the average food store of 1950 is larger and a good deal more 
efficient than those of 10 years ago. Moreover, the percentage increase in popu- 
lation per store may be misleading. When the basic figures are examined, the 
percentage increase does not seem so excessive. For example, in 1940 in these 
66 metropolitan areas, there were only 201 persons per store. This means that 
the average food store served somewhere between 60 and 65 families. Today that 
figure is between 90 and 95 families and in view of the increased size and efficiency 
of the average food store does not seem to warrant further rapid expansion. To 
some extent this same change in size and efficiency is true of filling stations and 
drug stores. 


In analyzing the change in population per store in the automotive group and in 
the furniture and household group it is seen that stores of these types have in- 
creased more rapidly in number than has the population. However, in 1940 we 
were just emerging from the depression and the sale of automobiles and other con- 
sumer durables was at a rather low ebb. It was, therefore, necessary for con- 
sumer durable outlets to greatly expand their numbers in order to serve the un- 
precedented demand that has occurred during the postwar period. 


For the past several months we have questioned the advisability of continued 
expansion in the number of stores selling consumer durables and we have felt that 
loans to finance such expansion were becoming more and more risky. In view of 
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the curtailment in production of these goods, any further expansion now seems en- 
tirely uncalled for. 


The following definitions are necessary for proper interpretation of the table 
on the center pages: 


Food Stores; Includes all types of grocery stores, dairy products stores, milk 
dealers, meat and sea food markets, candy stores, confectioneries, delicatessens, 
fruit and vegetable markets, bakeries, egg and poultry dealers and specialty food 
stores. 


Eating and Drinking Places: Includes restaurants, cafeterias, lunch rooms, 
lunch counters, soft drink and ice cream stands, and drinking places (bars, beer 
gardens, saloons, taverns, etc.). 





Apparel Group: Includes primarily men’s stores, family stores, women’s ap- 
parel stores, shoe stores, furriers and tailors. 





Furniture and Household Goods Group: Includes stores selling goods used in 
furnishing the home, such as furniture, floor coverings, drapes, glass and china- 
ware, stoves, refrigerators, radios and other household gas and electric appli- 
ances. 





Automotive Group: Includes those outlets retailing chiefly new or used cars, 
farm implements, accessories, tires, batteries, motorcycles, motor boats and 
aircraft. 














